Ticket to Technology: Embracement of Digital Marketing in the Theme Park Industry by Herup, Aleesah
Warning Concerning Copyright Restrictions 
 
The Copyright Law of the United States (Title 17, United States Code) governs the 
making of photocopies or other reproductions of copyrighted materials. 
 
Under certain conditions specified in the law, libraries and archives are authorized 
to furnish a photocopy or other reproduction. One of these specified conditions is 
that the photocopy or reproduction is not to be used for any purpose other than 
private study, scholarship, or research. If electronic transmission of reserve 
material is used for purposes in excess of what constitutes "fair use," that user may 
be liable for copyright infringement. 
 

















A thesis submitted in partial fulfillment  
of the requirements for the degree of 
 





























We recommend that the thesis 
















be accepted in partial fulfillment of the 
requirements for the degree of 
 





















 Among the most classic of American family vacations are theme park visits.  The 
most popular theme parks today have embraced technology in attempts to increase park 
attendance and strengthen the online and digital presence of the company.  The top 
competitors in this industry are Disney Parks, Universal Studios and Six Flags.  This 
thesis determines which of these companies has embraced digital marketing more 
strongly and efficiently than competitors by examining what theme parks have done to 
take advantage of digital marketing, and the marketing practices that may shape the 
future of theme parks.  The significance of this study is that the information included 
shows what theme park companies have the most success on Facebook, and provides 
ways in which other companies can improve the amount of audience engagement that 
company receives on Facebook.
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 The theme park business is one of the biggest sources of revenue for the tourism 
industry worldwide.  In the fiscal year of 2011, revenue for Disney Parks and Resorts was 
$11.8 billion (The Walt Disney Company, 2012).  In the same year, the revenue for 
Universal Studios theme parks was $2 billion, and $1 billion for Six Flags theme parks 
(NBCUniversal Media, LLC, 2011; Six Flags Entertainment Corporation, 2011).  The 
2011 Global Attractions Attendance Report shows in that year, Walt Disney Attractions 
had 121.4 million visits, Universal Studios Recreation Group had 30.8 million and Six 
Flags Inc. had 24.3 million visits (Themed Entertainment Association, 2011). 
 Because of the mass amount of money and customers involved in the theme park 
industry, it has become an incredibly competitive market in the tourism world.  In order 
to compete with, or to remain the biggest, as in the case of Disney Parks, the industry has 
been forced to grow and change in its marketing strategies.  The most popular theme 
parks today have embraced technology in attempts to make visits more enjoyable, and to 
send specific messages that will increase attendance (Steel, 2011).  One of the best ways 
to target the audience and send these specific messages is through digital marketing. 
 It is clear through the attendance and revenue numbers of Disney Parks that it is the 
top competitor in the theme park industry.  Disney is one of the most internationally 
known companies and has established a strong web presence, and may have embraced 
digital marketing most efficiently.  The problem here is that there is no current standard 
to understand success of digital marketing, and therefore to determine who is the digital 
marketing leader. 
 Digital marketing is the future of public relations and advertising.  It encompasses 
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any marketing tactic that is designed to send a message to a consumer, and that takes 
place in an online or media format.  Advertisements on the side of a Facebook page and 
staging an event that increases publicity on YouTube are examples of a digital marketing 
strategy.  This type of marketing is becoming crucial to the world of advertising and 
public relations because almost all consumers encounter some form of it on a daily basis.  
“From SMS updates on their favourite sports teams to a free video call with relatives on 
the other side of the globe, to collaborative online gaming and much, much more: 
ordinary people - your customers - are starting to use digital media without giving it a 
second thought” (Ryan and Jones, 2012).  This new phenomena is worldwide; at the end 
of March 2011, the number of internet users around the globe was 2.1 billion (Ryan and 
Jones, 2012). 
 The practice of digital media is a huge part of advertising that theme parks do in the 
current market.  Advertisements on social networking sites, social networking pages 
dedicated to the parks themselves, videos on YouTube and park blogs are all a part of 
these campaigns.  Through interviews, literature review, and firsthand research that 
evaluate Disney Parks, Six Flags, and Universal Studios theme parks, I will define 
success of a digital marketing campaign and evaluate Disney’s role and what the future of 
marketing in the theme park industry holds. 
 I will determine if Disney has embraced digital marketing more strongly and 
efficiently than competitors by examining what Six Flags and Universal Studios parks 
have done to take advantage of digital marketing, and the marketing practices that shape 
the future of theme parks.  The specific digital marketing vehicle I will be evaluating is 
Facebook.  This thesis analyzes the amount of public response these vehicles generate, 
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and how each company’s posting behavior is affected by the amount of public response.  
I expect to find that Disney uses more effective marketing strategies digitally and 
generates a higher response rate than its theme park competitors.  
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Chapter 1: Literature Review 
 
I. Researching Digital Marketing in the Theme Park Industry 
 Currently, literature related to the topic of digital marketing in a theme park setting 
is divided into literature solely about digital marketing, and information published strictly 
about theme parks.  Specific topics within these categories range from a definition of 
digital marketing to a hypothesis of motivations behind theme park visits.  Research on 
digital marketing and theme parks can be connected to fill in the gaps of information and 
create an understanding of the history and current state of both digital marketing and the 
theme park industry. 
 Digital marketing can be a difficult idea to define in a world that is still developing 
and adapting to new ways in which companies use the practice.  The University of 
Michigan, Dearborn communicates the idea of digital marketing effectively: “digital 
marketing is where marketing meets the internet and other forms of new media, such as 
cell phones and even video games” (University of Michigan – Dearborn, 2013).  The 
strategies that companies use to market their product on a digital medium include the use 
of social networking sites, such as Facebook and Twitter, to connect with and learn about 
the consumer, and the use of mobile phone applications to create brand awareness.   
“Viral marketing” is also a major tactic of digital marketing where online videos that 
showcase a fun topic that is visually engaging make the audience want to share the video 
with a friend (University of Michigan – Dearborn, 2013). Some of these companies also 
use data analysis methods, such as search engine optimization, to create a website that is 
easily detected by the target audience.  Data analysis gives a better understanding of the 
situation of the company and allows its public relations team to manage the reputation it 
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has online by finding the most researched terms and topics by consumers, and making the 
company’s webpages easy to find.  Data analysis helps a company know if their online 
communications are effective because it allows the company to understand users and user 
activity as well as find out what terms are most frequently searched online and what type 
of online activity will generate the most audience response.  
II. Digital Marketing in General  
 Digital marketing relies on the internet and in the current era, the internet reaches 
people in a vast amount of daily activities.  Out of the 85% of Americans who own a cell 
phone, 56% use the phone to access the internet (Duggan and Rainie, 2012).  This shows 
that the internet plays a large role in the everyday lives of people because they are even 
connected to the internet when they are on the go, using their mobile phones.  Social 
media is one of the biggest trends on the internet.  Out of all internet users, 67% use 
Facebook (Duggan and Brenner, 2013).  This shows that even though social media as a 
whole is making an impact on the online community, even Facebook alone is making a 
large footprint. 
 One topic frequently written about under the subject of digital marketing is the way 
in which companies across all disciplines are turning to the internet to spread their 
products and messages.  The popularity of interactive websites is best understood by the 
“pull” concept.  At a website tailored to the potential needs of an audience, a user 
“actively ‘pulls’ information from the various links that are provided.  In other words, the 
user is constantly interacting with the site and ‘pulling’ the information most relevant to 
him or her” (Wilcox and Cameron, 2006).  In the world of marketing and public relations, 
consumers want to have control.  The use of traditional media, such as television and 
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newspapers, “pushes” a message out to people, whether they are receptive of receiving 
that message or not (Wilcox and Cameron, 2006).  Online marketing through a website, 
on the other hand, allows users the power to choose what messages they receive and 
actively pursue those that appeal to them. 
III. Theme Park Literature 
 A recent study by David James Brooks used a survey of undergraduate students at 
California State University, Fullerton to explore the motives of visitors to theme parks, 
specifically Disneyland in California.  This study found that social factors rated highest 
as a motivation to visit a theme park in general, meaning that visitors felt more social and 
enjoyed talking to people at these parks.  Also, it found that aesthetic appeal, or the 
presence of a visible and clear theme, helped to improve the theme park experience 
(Brooks, 2006).  This study claims that despite the presence of larger, more fast-paced 
attractions, such as Space Mountain, Disneyland is not generally thought of as a theme 
park for thrill rides.  The study suggests that it is “the extensive ‘theming’ and story-
telling that goes into the design and deployment of these rides which renders them 
something other than a simple ‘roller-coaster,’ however, in the minds of visitors” 
(Brooks, 2006).  This means that the more a ride or attraction stays true to the theme of 
the park, the less the audience thinks of them as simply a ride or roller-coaster, and the 
more they become an experience.  The most important information that can be gained 
from this study is that positive interactions with people and a park that looks beautiful 
and stays true to a theme are the biggest determinates for people to visit a theme park.  
This study identifies what sets Disneyland apart from other theme parks.  It establishes 
that Disney has a set brand and standard, and that the aesthetic appeal of that brand is a 
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huge drawing factor to the audience.  This idea can be used to analyze the use of digital 
marketing for a theme park because it establishes what audience the marketing should be 
targeted to.  Based on this study, it can be predicted that digital marketing for a Disney 
theme park would be most successful if targeted toward an audience interested in the 
standard of the theme park that Disney has established and the aesthetic appeal of a 
Disney park.  Disney’s brand is the way the company positions itself as catering to 
families and offering a high-quality and unique product.  It also can be predicted that 
digital marketing for a theme park known more for thrill rides, such as the Six Flag parks, 
would be most successful if targeted toward people looking for roller-coasters and thrill 
rides.  The sample used for the survey was people from a specific age group who lived in 
the area of Disneyland, likely for convenience reasons.  It is more than likely that the 
majority of people across the globe do not share exactly the same opinions.  Because 
digital marketing reaches a vast, international audience, a future study should take these 
findings into consideration, but investigate how the results apply to a worldwide 
audience. 
 In agreement with Brooks’ idea that guests visit Disney parks because of the 
atmosphere they experience, A. Fuat Firat, Nikhilesh Dholakia and Alladi Venkatesh 
suggested years before that part of what makes Disney’s marketing so successful is that 
this marketing practice is against the mold.  “Consumer sovereignty,” suggests a 
company should find out what the customer needs, and give it to them (Firat, Dholakia, 
and Venkatesh, 1994).  However, they argue that  
 “successful marketing practice (in terms of conventional business and economic 
criteria) constructs a hyperreality that the consumer buys into particularly because it 
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is many times unusual and not expected, yet imaginative, creative and so exciting. 
For example, the entire approach of the Disney enterprise is to create the fantasy 
first – a fantasy that is not consumer-derived but a completely worked out vision of 
key designers that all actors – consumers, employees, agents, reviewers, etc. – will 
buy into” (Firat et al., 1994).   
It is possible, then, that success for a digital marketing campaign for a theme park is 
successfully portraying the image the company wants the consumer to have.  For 
example, just as Firat, Dholakia and Venkatesh said, success for a Disney marketing 
campaign may be the successful creation of a fantasy world, while success for a 
marketing campaign for Six Flags may display the park as a place for high-speed, thrill 
ride adventure. 
 Another relevant work comes from Public Relations Strategies and Tactics, by 
Dennis L. Wilcox and Glen T. Cameron.  In an analysis of promotion in the tourism 
industry, they argue that 
 “traditionally, the practice of travel public relations has involved three steps: 1. 
Stimulating the public’s desire to visit a place, 2. Arranging for the travelers to 
reach it, 3. Making certain that visitors are comfortable, well treated, and 
entertained when they get there” (Wilcox and Cameron, 2006).   
 This analysis addresses the idea of creating a positive experience for guests.  It 
suggests the importance of creating the best environment possible.  When trips do not go 
as planned, word of mouth spreads a positive image of the company, and leads to 
potential return customers (Wilcox and Cameron, 2006).  This piece of literature provides 
an excellent example of digital marketing being used as part of a travel promotion 
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campaign.  “Weber Shandwick drove traffic to its YouTube video campaign for the 
Bahamas by sending 200 swimtog-clad commuters to walk through New York’s Grand 
Central Station” (Wilcox and Cameron, 2006).  In this example, the goal of the event was 
to spread a piece of digital media, in this case the YouTube video of the swimwear-clad 
commuters.  The idea was that the more people who saw and shared the video, the more 
interest the company generates, and therefore more business as well.  This strategy has 
been used in recent campaigns by large theme park companies, and shows how 
companies use vehicles such as YouTube to reach their audience, and how the theme 
park companies use these vehicles to drive traffic to other company-sponsored sites, such 
as a website or Facebook page. 
 Visiting a theme park is a type of tourism that has started to embrace the idea of 
digital marketing.  Tourism in general has also become a prominent ground for the spread 
of digital marketing, which can be seen in the example of the use of smartphone 
applications.  A mobile application, a form of digital marketing, promotes the tourism 
destination in a way that allows for user interaction where marketing meets a fairly new 
medium: the smartphone.  In “Tourism and the smartphone app: capabilities, emerging 
practice and scope in the travel domain,” Janet E. Dickinson et al. illustrate that 
possibilities are vast for a mobile phone application to succeed in the field of tourism 
because an application can use data for specific locations to link people and spread 
information (Dickinson, Ghali, Cherrett, Speed, Davies and Norgate, 2012).  “Apps refer 
to software, tailor made for mobile devices which improve the delivery of mobile 
services” (Dickinson et al., 2012).  This article provides something unique to the topic of 
digital marketing because it defines the use of application into specific functions.  Based 
  10 
on a concept suggested by Dan Wang in 2011, Dickinson et al. divides app functions in 
the tourism field into information, two-way sharing capabilities, context awareness, 
internet of things and tagging applications (Wang, 2011).  Information applications either 
solely provide information to the user or do so with the added ability to search.  Two-way 
sharing apps can be implicit, where “information from the user (e.g. about their location) 
is sent to the provider,” or explicit, where “users specifically provide information back to 
the app” (Dickinson et al., 2012).  Context awareness apps use the phone’s contextual 
sensors, such as a positioning system.  “Internet of things apps” are described in this 
article as apps that allow people to communicate with each other and with objects such as 
buses or mailing packages.  Finally, tagging apps allow the user to leave a message tied 
to a certain place for future visitors to read.  All of these definitions are useful in defining 
the functions of a theme park application in order to define the success of the application.  
 Another strong contribution of the Dickinson et al. piece is its discussion of the QR 
or Quick Response code.  A QR code is a type of tag that looks like a modified barcode.  
When the code is accessed by a smartphone, it brings the user certain information or 
directs them to a webpage.  QR codes can be used in applications for theme parks in 
multiple ways.  One, they “allow the operator of the attraction to post information about 
specific items, exhibits or locations directly to those locations which the tourist can then 
access via the smartphone by scanning the QR code” (Dickinson et al., 2012).  Two, is 
they share media such as videos and allow the user to experience the media on their 
smartphone (Dickinson et al., 2012).  Overall, the most significant contribution of the 
Dickinson et al. article is the examples of how the smartphone app can improve a 
tourist’s travel experience.  A greater sense of confidence, real-time transportation 
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updates and the possibility for increased interaction between tourists are all examples 
cited in this piece that can be a positive result to a theme park application. 
 A study published in 2007 by Eleanor Toye et al. was designed to measure user 
attitudes toward a visual-tag-based application, similar to the QR code mentioned above, 
and to explore advantages and disadvantages of this application in specific situations.  
One of the model situations tested a tag-based application in a mock theme park setting.  
The “study was based around a Theme Park virtual queueing system in which participants 
used camera-phones and visual tags both to obtain information about theme park 
attractions and to join and leave virtual queues” (Toye, Sharp, Madhavapeddy, Scott, 
Upton and Blackwell, 2007).  Once the user scanned the visual tag, he or she would 
reserve a spot in line for an attraction without physically being in the line; the user would 
be free to enjoy other attractions until it was his or her turn to ride.  Each attraction had 
its own unique tag.   
 This visual-tag application study involved eighteen participants between the ages of 
24 and 43.  Of these, “eight made positive comments about having mobile access to 
current queue lengths and the ability to change their own queue status using tags” (Toye 
et al., 2007).  The other participants addressed the concern of the camera-phone itself 
rather than the app.  For example, participants were concerned about possibly losing or 
breaking the phone on a theme park ride.  Sixteen participants stated that they preferred 
the camera-phone system to a traditional theme park queue (Toye et al., 2007).   
 This study provided information about the audience’s perspective on a virtual 
queueing system application.  Toye et al. wrote, “all of our participants (not including 
two who already had Bluetooth camera-phones) said that, if tag-based mobile services 
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were widely available, they would choose to buy a phone that allowed them to use tags in 
preference to one that did not” (Toye et al., 2007).  Also, they found that seven of these 
16 participants would be willing to pay more for a camera-phone if it had the capability 
for a tag-based application (Toye et al., 2007).  However, this study has one drawback.  
Because this piece was published before the smartphone developed to the level of today’s 
technology, the options users had after scanning the visual tag were much more limited 
than those available today.  Today, a visual-tag-based application would be able to take 
users to a full website and provide them with even more information and options than the 
camera-phone application was able to.  This development of technology could either lead 
to an increased positive attitude, because of the broader possibilities of the application, or 
the development could increase negative attitudes if the application attempts to give users 
too many links to information webpages and ends up being too confusing. 
 Although literature already written on the topics of digital marketing and the theme 
park industry provides a wide range of information, there are areas the articles written do 
not cover, and specific companies are rarely addressed or compared.  A review of these 
studies has helped to establish four research questions:  
• What digital vehicles, such as Facebook, Twitter, Tumblr and YouTube, do theme 
park companies use in a digital marketing campaign?   
• What strategies across these vehicles generate the most audience feedback?   
• How does this feedback lead to an increase in business?   
• What, specifically, is success for a theme park digital marketing campaign?
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Chapter 2: Methodology 
I. Research  
 The final research question is possibly the most important because it holds the key 
to answering the others.  A successful digital marketing campaign, unfortunately, does 
not have the set standard for success that is found in other sectors of business.  A 
successful campaign in this field means something different to each professional and to 
each company.  The consistent standard of success in traditional media, such as television 
and radio advertising, is defined by the reach of the ad; in digital marketing success is 
sometimes defined by how many people interact with the advertisement. 
 Digital marketing is the use of any digital medium to market a product.  Digital 
media includes the internet and smartphones.  To understand digital marketing in the 
social media field, specifically that of Facebook, it is important to understand the 
following terms: 
• A Facebook page is the place the user or business makes its posts, which are all of 
the communications the user or business publicizes 
• A page “like” means that a Facebook user has decided to become a fan of the 
business and receive its updates by subscribing to its posts 
• “Liking” a post is the action a user performs when the post appealed to the reader; 
by clicking “like,” the user’s social media friends and other readers of the post can 
see that this user has interacted with the post  
• A “comment” is a statement a user makes on a post that is visible to the user’s 
friends and anyone who views the post 
• A “share” means that a user takes a post and reposts the original to his or her media 
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account so that all friends of that user can view the post 
 With social media websites such as Facebook, these types of posts are valuable to a 
business; once any of these actions are made, the post can show up in the news feed of 
the user’s friends. 
 Research for this thesis began with the understanding of digital marketing in the 
theme park industry.  As was made clear by the literature reviewed, very little research 
has previously been conducted about digital marketing in the business of theme parks.  In 
order to comprehend the state of literature on this topic, I consulted trade magazines, 
business journals, theses and books to understand both digital marketing and the theme 
park industry, and to connect the two topics.  
 The next step in my research was to become familiar with the digital marketing 
produced by each of the main theme park companies and to analyze the outcomes of 
each.  To gain this familiarity, Facebook pages, YouTube channels and mobile phone 
applications were studied.  In order to write a valuable and in-depth thesis on this topic, 
the subject matter was narrowed down.  Instead of evaluating multiple channels of digital 
marketing, such as social media, video, viral marketing and mobile applications, this 
thesis primarily focuses on social media marketing, specifically on Facebook. 
 Facebook provided the most data and was the most common playing field in which 
to compare the three theme park companies being analyzed.  Therefore, my next step was 
to collect data about the Facebook presence of Disney Parks, Six Flags and Universal 
Studios theme parks.  Both Disney Parks and Universal Studios operate pages for each 
specific park, while Six Flags maintains a social media presence both at the park level 
and on a national level.  With Universal Studios and Disney Parks, the specific parks 
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chosen were the obvious choices for this study because they are the only two theme parks 
these companies operate in the United States.  Each company has a park in Orlando, 
Florida, and in Southern California.  Therefore, Six Flags Magic Mountain was chosen as 
part of the study because its location in Valencia, California, made it the closest Six Flags 
to the Southern California region of Universal Studios Hollywood and Disneyland 
Resort.  The final park, Six Flags Great America, in Gurnee, Illinois, was chosen because 
it had a one of the highest numbers of Facebook page likes in comparison to the other Six 
Flags parks, and had a large volume of information available about the social media 
activity of this park. 
 My next step in collecting data was to take a series of one month’s worth of posts 
from each Facebook page in order to find the amount of activity each post generated and 
what types of posts each company used.  The month that was chosen was March 13, 2013 
through April 13, 2013.  This month is during the time period that the parks are gearing 
up for their busy season of summer, and provides a recent snapshot of social media 
activity in the theme park industry.  However, it is important to note that Six Flags Great 
America is closed annually for the winter and early spring; therefore, March through 
April is not an accurate representation of Great America’s Facebook activity.  Instead, the 
month of September 28, 2012 through October 28, 2012 was selected because it is the 
time period leading up to and during one of Great America’s most popular events, Fright 
Fest.  This month is the end of the operating season, when most people visit the park one 
last time before it closes for the winter. 
 The type of post was analyzed in two ways: by the category that best describes 
what the post is about, and by the medium that the post featured, such as a photo, video, 
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graphic or link.  The five categories that were determined that best described posts by 
theme parks were Deals and Coupons, Rides and Attractions, Special Event, Discussion 
Starter, and Information/Fun Facts.  These categories were determined by looking at the 
subjects for all of the Facebook posts during the time studied and finding five common 
themes that all posts had.  Some posts fit equally well under two or more categories, and 
therefore were listed as both.  When the medium of a specific post is listed as photo or 
video, the medium is embedded in the post and available for users to access without 
clicking through another link.  If, however, the medium is listed as a link, the video or 
photo that accompanies the post is located on another webpage that users must open to 
view the medium. 
 My next step was to analyze this data.  First, I determined that because of the time 
and audience effort involved in commenting, sharing and liking, the comments and shares 
on posts were counted as more valuable as the likes.  There were many elements here to 
analyze, such as which category of posts generated the highest audience engagement, 
which medium embedded in a post generated the highest audience engagement, and, of 
course, which theme park company had the most success with their Facebook posts. 
 Defining Success 
 To answer the fourth research question, I analyzed data to define success for digital 
marketing, specifically Facebook campaign in the theme park industry.  The aspects 
looked at in choosing a leader in this industry were: 
• Which company used the most posts in the category that generated the most 
audience engagement? 
• Which company used the most posts with the specific embedded medium that 
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generated the most audience engagement? 
• Which company’s posts, overall, generated the most audience engagement? 
 To answer these questions, the number of comments and shares, which were 
defined above as more valuable than likes, were added together, and taken as a 
percentage of the likes.  The number of likes of each post was considered the number of 
people who saw the post and enjoyed it, but were not necessarily engaged because liking 
a post takes little audience effort.  Therefore, what each of these calculations showed was 
the number of times audience members chose to interact on a deeper level with a post.  
This number was shown as a percent of all of the audience members who saw and 
enjoyed the post.  The average of the percents for all of the posts of a specific park was 
used to answer the third defining success question. 
Next, the percents were sorted by category of post and by the medium each post 
featured.  Because certain posts fell under multiple categories, they were counted in each.  
The average of these groups of posts for each theme park were used to answer the first 
and second defining success questions. 
A great way to use the answers to the research and methodology questions is to 
use the three steps of traditional travel public relations addressed by Dennis L. Wilcox 
and Glen T. Cameron in Public Relations Strategies and Tactics, as discussed in Chapter 
1.  This book states that in the tourism industry, “traditionally, the practice of travel 
public relations has involved three steps: 1. Stimulating the public’s desire to visit a 
place, 2. Arranging for the travelers to reach it, 3. Making certain that visitors are 
comfortable, well treated, and entertained when they get there” (Wilcox and Cameron, 
2006).  Theme parks are a major travel destination and this theory can be applied to the 
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theme park industry as well.  Therefore, with the research and methodology questions as 
guides, the overall leader in digital marketing in the theme park industry will be 
determined by how the featured companies succeed in each of the three steps. 
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Chapter 3: Facebook and Social Media Marketing for Disney Parks 
I. Introduction 
 The Facebook presence of Disney Parks stands out because this company uses 
Facebook to unite all digital marketing efforts.  Many posts published by both these parks 
link back to other webpages of The Walt Disney Company, such as video games, 
television shows on ABC, websites of the parks themselves, or the Disney Parks Blog1. 
 Another clear difference between the Disney Parks Facebook pages and those of 
Universal Studios and Six Flags is the volume of Facebook activity that occurs on these 
pages.  As of April 24, 2013, Disneyland and Walt Disney World together had over 28 
million Facebook likes.  The other parks averaged around 600,000 Facebook likes2. 
 The way the number of page likes affects the data is that the average audience 
participation rate becomes more accurate as the sample size increases.  To avoid giving 
Disney Parks an advantage, data were compared as a percent, not as the number of likes. 
II. General Analysis 
 In the month of March, 2013, Disneyland posted 49 times and Walt Disney World 
53 times.  The average rate of audience engagement was 8.35% for Disneyland3 and it 
was 10.94% for Walt Disney World4.   Out of the combined 102 posts, 33 contained an 
embedded link, in the form of a tagged link in the text, to another webpage owned or 









III. Category Analysis 
 Two categories had a similar response rate between Disneyland and Walt Disney 
World.  Disneyland had the highest response rate for Discussion Starter, at 12.27% and 
the second highest for Rides and Attractions, at 7.18%, as seen in Figure 1. 
Figure 1: Percent of Audience Response for Categories, Disneyland 
 
Figure 2 shows that for Walt Disney World, Rides and Attractions was the category with 
the most audience engagement, with a response rate of 9.43%.  Discussion Starter had the 
second highest response rate, with 11.04% audience engagement. 












































































As shown above, both Disney parks had the same two categories of posts as the 
most-frequently responded to, and had similar numbers of audience engagement for these 
categories.  The parks also had a similar number of posts in each of these categories, 
Rides and Attractions and Discussion Starter, as shown in Figures 3 and 4.  These theme 
parks posted most frequently in the categories that generated the highest rate of audience 
engagement. 
Figure 3: Posts in Each Category, Disneyland  
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IV. Media Analysis 
 The Disney Parks pages are similar in number of posts with each digital medium. 
The highest response rate, 18.56%, came from videos, as seen in Figure 5. 
Figure 5: Percent of Audience Response for Media, Disneyland 
 
 
Figure 6 demonstrates that the highest response rate for Walt Disney World was found in 
posts that contained a graphic, although photo and link posts were close behind. 





























































Clearly, the percent of audience response was very different for Disneyland and 
Walt Disney World for each medium used.  During the study, Disneyland posted 44 
photo posts, and 5 posts of videos, graphics or links6.  Disney World posted 42 photo 
posts and 11 posts of videos, graphics or links7.  Both, however, had a significant 
majority of photo posts, as seen in Figures 7 and 8. 
Figure 7: Posts with Each Medium, Disneyland 
 
Figure 8: Posts with Each Medium, Walt Disney World 
 
Neither of the Disney Parks posted most frequently with the medium that was most 
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V. Specialty Pages 
 Disney Parks stands out from the competition because the company uses specialty 
Facebook pages for the two theme parks of the Disneyland Resort in Anaheim, 
California.  These pages, Disneyland Today and DCA Today, give real-time updates 
about events in the theme parks.  For example, the pages post when the wait for popular 
rides is unusually short, and lets visitors know how many minutes they will have to wait 
if they head to the ride at that time.  There are also frequently posts about the many food 
options in the park, especially about desserts and treats that may not be offered on a daily 
basis.   
These pages also provide guests with the opportunity to win special prizes with 
meet-up posts.  For example, on April 22, 2013, Disneyland Today posted the following 
riddle: “What use [sic] to be 200ft tall, is 55 million yrs old and was a gift from Mrs. 
Disney?” The riddle post told users that the Disneyland Today team would be at the 
mystery location with 15 Fastpasses and buttons to give away until 2 p.m. that day.  This 
post produced a 14.06% rate of audience response (Disneyland Today Facebook, 2013). 
These specialty pages are directed specifically at in-park guests or those who are 
planning a visit in the very near future.  Many of these guests are the strongest Disney 
fans who have an abundant knowledge of the theme parks and trivia that goes along with 
them.  By maintaining pages directly targeted to this niche audience, Disney is both 
involving their most loyal fans and creating a place on Facebook to help improve the 
guest experience. 
Although many of the competitors use Twitter accounts to give real-time updates 
to the biggest fans, Disney Parks, and specifically Disneyland Resort, is the only theme 
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park in this study to host such a place on both Twitter and Facebook.  The advantage of 
this is that posts are reaching the audience in two places and have a better chance of 
reaching them.  Because 67% of internet users use Facebook and only 16% use Twitter, 
there is the potential to reach a larger audience by incorporating Facebook into the real-
time forum (Duggan and Brenner, 2013). 
VI. Conclusion 
 The research shows that Disney Parks is in touch with the audience because the 
types of posts that generated the most audience participate were also they types that 
Disney Parks posted most often8.  Disneyland and Walt Disney World rarely post links.  
Only one out of each of the 49 Disneyland posts and the 53 Walt Disney World posts 
were a link, otherwise all page links were tagged, and embedded in the post, and all 
media featured directly on the post itself9.  What this means is that Disney Parks strives 
to make it easy for the audience to access the other Walt Disney Company pages 






Chapter 4: Facebook and Social Media Marketing for Universal Studios 
I. Introduction  
 What sets Universal Studios apart from competitors in the Facebook segment of 
digital marketing is that these parks do not embed videos directly on Facebook, the way 
the Disney Parks pages do.  Instead of a user having the ability to watch the video 
directly on the Facebook post, he or she must click the thumbnail of the video to be 
redirected to the Universal Studios YouTube page.  Directing the user to the park’s 
YouTube account is beneficial because it forces users who are interested in viewing the 
video content to access the park’s YouTube account, and to familiarize themselves with a 
new digital marketing channel by the park.  However, there is a downside to this 
approach as well.  When users must take an extra step and click through a link to access 
video content, they may instead opt to continue reading the Facebook page instead of 
taking the time to access the YouTube page.  Video posts already take more time for 
users to interact with than any other medium, and therefore forcing the audience to take 
more time to view an already time-consuming medium may result in less video views. 
 Another thing that is unique about the Universal Studios pages is that Universal 
Studios Hollywood is the only page from those studied that allows users to write on the 
page wall.  Although this can provide difficulty to those in charge of monitoring 
Facebook activity, allowing users to post directly on the page is a benefit because it lets 
the fans have greater interaction with the page.  Allowing users to post on the park’s 
Facebook page could be beneficial in igniting conversation between users, but again, 
would have to be monitored very closely to ensure that no users post in a manner that 
would harm the reputation of the brand. 
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II. General Analysis 
 During the time period analyzed, Universal Studios Orlando published 40 posts, 
and Universal Studios Hollywood published 18 posts, and as a general average, the posts 
studied from Universal Orlando had an audience response rate of 15.11%10.  Those 
studied from Universal Hollywood had a 12.09% response11. 
 For Universal Studios Orlando, the posts that generated the most likes were about 
attractions and asked for user participation.  For example, on April 8, 2013, Universal 
Studios Orlando published a post that showed the view from a roller coaster and asked 
guests to like the post if they wished it was their view.  This post gained the most likes of 
the study, 13,03512 (Universal Studios Orlando Facebook, 2013).  Not far behind on 
March 24, 2013, was a post encouraging guests to like a photo of The Wizarding World 
of Harry Potter if they were planning on visiting this year13 (Universal Studios Orlando 
Facebook, 2013).  These two posts also hosted the most shares, with the Harry Potter post 
coming in number one and the roller coaster view right behind it.  The high number of 
user likes on this post shows that users are more likely to share photos they enjoy, and 
that focus on specific attractions that they like.  The most comments were found on 
activity posts. For example, two activity posts with high numbers of comments were an 
online Easter egg hunt and a post asking users to share their highest score from an 
interactive ride14 (Universal Studios Orlando Facebook, 2013).   








sister page.  This page hosts about half of the posts of the Orlando page, and does not 
consistently achieve as much audience interaction.  During the month analyzed on the 
Universal Studios Hollywood page, one post emerged as the clear winner in most likes, 
comments and shares.  This post featured a photo of the DeLorean car from the Back to 
the Future movies, a movie prop that now has its home in Universal Studios Hollywood.  
This post gained 4,570 likes, 228 comments and 2,625 shares, by far the most out of any 
post from the page (Universal Studios Hollywood Facebook, 2013).  The amount of 
activity on the DeLorean post suggests that another factor in getting users to interact with 
a Facebook post is by featuring something iconic that many audience members are 
familiar with and enjoy. 
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III. Category Analysis 
 Universal Studios Hollywood and Orlando generate similar audience engagement.  
Posts that fall into the category of Rides and Attractions had the highest rates of audience 
engagement.  For Universal Studios Orlando Rides and Attractions generated 15.40% 
audience response; for Universal Studios Hollywood, Rides and Attractions posts 
produced 17.36% engagement, as is demonstrated in Figures 9 and 10.  Also shown in 
these figures is that both parks had Discussion Starter as the number two category. 
Figure 9: Percent of Audience Response for Categories, Universal Studios Orlando 
 

















































































Figure 11 shows Universal Studios Orlando has capitalized on the popularity of 
Rides and Attractions posts, and the majority of posts fall under the Rides and Attractions 
category, which had the highest rate of audience engagement.  During the study, 
Universal Orlando posted 19 times in this category. 
Figure 11: Posts in Each Category, Universal Studios Orlando 
 
 
Universal Studios Hollywood, in comparison, most frequently posted under Special 
Event.  Rides and Attractions, which had the highest rate of audience response, only 
made up seven of the posts studied, in comparison to the top category of Special Event 
having ten, as shown by Figure 12.  























IV. Media Analysis 
 A comparison of Universal Studios media is difficult because neither park posted 
a video, and the Hollywood park posted no photo albums or text-only posts15.  Figure 13 
shows that for Universal Orlando, text-only posts generated the most response, 31.55%. 
Figure 14 shows Universal Hollywood had the most response on photo posts, with 
16.53%.  These figures also show that both parks had link as the number two category. 
Figure 13: Percent of Audience Response for Media, Universal Studios Orlando 
 





































































For Universal Studios Orlando, photos were used in posts more frequently than 
any other medium.  Figure 15 shows that 30 of the 40 posts in the study were photo posts.  
Figure 15 also demonstrates that the medium with the highest rate of response, which 
Figure 13 determined as text-only, makes up only two of the 40 posts.  The highest rate is 
based only on two posts, therefore success may depend on popularity of the subject.   
Figure 15: Posts with Each Medium, Universal Studios Orlando 
 
The majority of posts by Universal Hollywood were a graphic, meaning a computer-
made design.  Graphic posts made up 11 out of the 18 posts studied, as demonstrated by 
Figure 16.  Figure 16 also shows that the medium with the highest rate of audience 
response, which Figure 14 determined as photo, makes up only 6 of the 18 posts. 














 Research shows that when it comes to the Universal Studios parks, Universal 
Orlando understands what generates audience response, and appears to be more efficient 
than Universal Studios Hollywood in its Facebook presence.  Not only did Universal 
Orlando post over twice the number of posts than the Hollywood park did in the time 
period studied, but the Orlando park also posted more in the two categories that generated 
the highest number of comments and shares in comparison to the likes of the post16.  It is 
clear from the research, however, that Universal Studios is not very effective in 
publishing posts with a medium that generates the highest audience response.  Posts that 
have the most comments and shares in comparison to likes were not those with the 




Chapter 5: Facebook and Social Media Marketing for Six Flags 
I. Introduction 
 Six Flags stands out from Disney Parks and Universal Studios in social media 
marketing because it operates both a national Facebook presence and a page for each 
individual park.  One of the greatest challenges in this approach is giving each park a 
unique presence and voice that is attractive to the specific audience while remaining true 
to the Six Flags brand and standards.  Brandon Bruce, Public Relations Specialist for Six 
Flags Great America and Hurricane Harbor believes that this definition and consistency 
of the brand are strong points of Six Flags and its digital marketing.  According to Bruce, 
the yellow brand name that is the profile picture of each Six Flags Facebook page helps 
with this consistency and allows users to obviously tell that a page with a yellow profile 
picture is an official Six Flags channel (Bruce, 2013).  He said, “when you look at Disney 
Parks, as a consumer I find it difficult to tell what is theirs and what is just a really good 
fan page.  It is hard to tell at first glance, and if I am having that problem, I assume other 
consumers do as well” (Bruce, 2013).   
 The national Facebook page for Six Flags serves as a uniting factor among the 
different parks of the brand.  By posting pictures of a coaster, but not specifying what 
coaster it is or in what region of the country it can be found unites the brand because it 
does not highlight a specific park.  Instead of promoting a single park, posting about a 
coaster with no name opens up a discussion for fans who want to guess the ride and park.  
Having the audience guess the coaster gains audience engagement and publicity for the 
parks as a whole. 
 One of the social media challenges for Six Flags, however, has been deciding how 
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to handle the offseason.  Unlike Universal Studios and Disney Parks, not all Six Flags 
parks are open year-round.  One of the reasons this is a factor in the social media strategy 
of Six Flags parks is because Facebook filters what posts users see.  Facebook uses a 
specific algorithm that determines what content is the most appealing to specific users, 
based on what a user and a user’s friends have commented on, liked or shared (Bruce, 
2013).  These posts, which Facebook has determined may be appealing to this user, are 
pushed to a higher priority on his or her news feed.  If the user interacts with the post, 
Facebook continues to provide that user with similar posts from the page.  If the user 
repeatedly scrolls past the post, eventually the page these posts come from is deemed not 
interesting to this user and is not pushed to the top of the news feed (Bruce, 2013).  Bruce 
explained that in research for his park, he has discovered that Six Flags guests do not like 
to have constant updates from the park when it is not in-season.  Therefore, his team tries 
to cut back on posting in the winter, so that fans do not skip over the posts, causing Six 
Flags to lose its priority in these users’ news feeds when the park re-opens and it becomes 
important for business that Six Flags communicate with the audience (Bruce, 2013). 
 The philosophy of social media operations for Six Flags is to direct posts at the 
company’s average consumer: the fan who visits the park between once and three times a 
season and is a fan of the roller coasters, but may not necessarily want to see just how the 
coaster works (Bruce, 2013).  These types of posts are directed at the “super user,” who is 
found more regularly on Twitter, while Facebook is kept more casual (Bruce, 2013).  
This relates back to the idea of providing users with only what interests them to prevent 
the users from scrolling past posts and as a result, Six Flags losing its priority in user’s 
news feeds. 
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 To analyze the Facebook page for Six Flags Great America, in Gurnee, Illinois, the 
standard month I used in above analysis could not be used because it was during the 
park’s off-season, when posting was much less frequent.  Instead, the time period 
evaluated was September 28, 2012 through October 28, 2012, when the annual Fright 
Fest is occurring and the digital marketing campaign revolves around Fright Fest.  It is 
important to note that for the purpose of this thesis, Fright Fest, a yearly event, was 
considered an attraction because it runs for slightly over one month.  Although most of 
the posts for this time period had to do with Fright Fest, it should be noted that four of the 
top six posts with the most likes, comments and shares had to do with Fright Fest.  Posts 
with a high number of likes had to do with decorations or activities regarding Fright Fest; 
those with a high number of comments asked guests to solve a riddle or share a memory, 
and posts with the most shares combined each of the previous two categories, with one 
regarding Fright Fest decorations and one regarding fans’ favorite memories of the 
season.  In multiple posts the address of the park’s website or Twitter feed was listed, but 
there was no link so users had to copy and paste the address to find the connected page. 
II. General Analysis 
 During the study, Great America posted 43 times, and Magic Mountain posted 10 
times17.  The average response rate of posts was 11.20% for Great America18, and 
10.87% for Magic Mountain19.  Despite the fact that the volume of posts for each park 







III. Category Analysis 
 Figure 17 shows that for Great America the category that produced the highest 
audience response was Info/Fun Facts, with a 16.24% audience response rate followed by 
Discussion Starter, with 12.37% rate of audience engagement. 
Figure 17: Percent of Audience Response for Categories, Six Flags Great America 
 
Figure 18 demonstrates that for Magic Mountain, the highest response rate was 11.47% 
for Rides and Attractions, followed by Discussion Starter at 10.49%. 















































































Even though only Six Flags Magic Mountain has the highest audience response 
rate for Rides and Attractions, both Six Flags parks in this study had the highest number 
of posts in the Rides and Attractions category, and the second highest in Discussion 
Starter, as can be seen in Figures 19 and 20. 
Figure 19: Posts in Each Category, Six Flags Great America 
 





















IV. Media Analysis 
 For Great America, text-only posts had the highest response rate, 16.20%, and 
link had the second, 11.13%, as seen in Figure 21.  However, this response is an outlier 
because the percent comes only from one post.  Clearly, the subject of this post connected 
with readers and encouraged feedback, but this response cannot be counted as typical.  
Figure 21: Percent of Audience Response for Media, Six Flags Great America 
 
For Magic Mountain, photos had a 10.87% response, as shown in Figure 22.  However, 
there is no conclusion drawn from this rate because photo was the only medium used. 






























































The medium that was most frequently used for Great America was photo, which 
only had the third highest audience response rate.  Figure 23 shows that photo posts made 
up 32 out of the 43 posts in the study.  Six Flags Great America did not post any video or 
photo album posts during the study. 
Figure 23: Posts with Each Medium, Six Flags Great America 
 
As is shown in Figure 24, Six Flags Magic Mountain only posted photos during the 
study.  It cannot be determined whether Magic Mountain was posting photos because 
they were generating a high audience response because it was the only posts the company 
attempted.  It is possible that another medium would resonate more with users but there is 
no way to know from the data collected. 










 Six Flags Magic Mountain is less effective at maintaining a Facebook presence 
because they post with a significantly lower frequency, and only post using one type of 
digital media.  Great America, on the other hand, did branch out to four out of six forms 
of digital media.  However, Six Flags Great America did not have an alignment between 
the posts that produced the highest rate of audience participation and those that Great 
America posted most often. 
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Chapter 6: Discussion of Results 
I. Research Questions 
 The first research question of this study asked what vehicles, such as Facebook, 
Twitter, Tumblr and YouTube, do theme park companies use in a digital marketing 
campaign?  What was found was that Disney Parks, Universal Studios and Six Flags use 
Facebook, Twitter and YouTube, and are beginning to branch into other social media 
sites such as Tumblr, and Pinterest.  It was found that the most widely and frequently 
used of these digital marketing sites for theme parks was Facebook, which in itself 
contained a large volume of information on how social media was used in the business of 
Disney Parks, Universal Studios, and Six Flags theme parks. 
 The next research question aimed to find what strategies across these vehicles 
generated the most audience feedback.  Because the scope of this thesis was narrowed 
from all digital marketing vehicles to a Facebook study, only Facebook strategies were 
evaluated.  What was found was that generally posts that fell under the Rides and 
Attractions or Discussion Starter categories generated the most audience feedback.  When 
the posts were about a ride or attraction or when they were specifically designed to be 
something the audience responded to, users more often commented and shared instead of 
just liking the post. 
 Awareness is the main way in which this feedback eventually leads to an increase in 
business.  The first step to selling any product is to make the audience aware it exists.  
When fans share posts for their friends to see, not only do their friends become aware of 
the park and the brand, but they also become aware of any new happenings with the 
theme park. 
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 The final research question is what is success for a theme park digital marketing 
campaign?  This can be answered by saying that because Facebook is entirely based on 
interaction between users, success of a Facebook campaign means generating a high 
number of user activities on the theme park page.  Also, success of digital marketing 
outside of a specific campaign means publishing the type of posts that generate a high 
volume of audience feedback.  Those theme parks that understand the audience and what 
posts the audience will respond to will have the most success in the long run. 
II.  Methodology Questions 
 The first question asked which company used the most posts in the category that 
generated the highest level of audience engagement.  It was found that Universal Studios 
Orlando and both Six Flags parks did the best job at making most posts in the top two 
categories of audience response.  Special events affected the number of posts in these 
categories.  The special event category depended on what the event was to determine how 
much the audience would participate in the conversation; therefore, the rate of response 
to these posts fluctuated based on topic. 
 The next methodology question asked which company used the most posts with the 
specific embedded medium that generated the most audience engagement?  What was 
found was that none of the theme parks studied were in tune to which medium generated 
the most audience feedback.  It was also found that the medium users responded to most 
was dependent on the specific topic.  Where text-only posts usually were ignored, 
Universal Studios Orlando had one specific text-only post that generated the highest 
amount of user response of any of their post categories. 
 The final question asked which company’s posts, overall, generated the most 
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audience engagement.  For Disneyland, the average rate of audience participation was 
8.35%, and for Walt Disney World it was 10.94%, producing an average of 9.65%20.  
Universal Studios Orlando had an audience participation rate of 15.11%, and Universal 
Studios Hollywood had 12.09%, producing an average of 13.6%21.  Six Flags Great 
America’s user response rate was 11.20%, and Six Flags Magic Mountain produced 
10.87%, to create an average of 11.04%22. 
 What these numbers show is that Universal Studios seems to be the most effective 
with their Facebook presence.  Disney Parks tops them in the efficient category, meaning 
that Disney Parks is more aligned with the audience because it posts more often in the 
categories that generate the most user feedback.  However, the topics of specific posts 
during the time period studied that created a high volume of audience participation 
increased the average participation rate for Universal Studios and made this company the 
leader. 
III. The Three Stage Method of Evaluation 
 As was discussed in Chapters 1 and 2, Public Relations Strategies and Tactics, by 
Dennis L. Wilcox and Glen T. Cameron, provides a three-step method for analyzing 
public relations in the travel industry that can also be applied to the theme park industry.  
This method can be used to determine the theme park leader of Facebook use.   
 The first step is “stimulating the public’s desire to visit a place” (Wilcox and 
Cameron, 2006).  In this segment, the clear front-runner is Universal Studios, because 






13.6%23.  Therefore, for using Facebook to increase the audience’s desire to visit the 
park, Universal Studios theme parks is more effective than Disney Parks and Six Flags. 
 The second step is “arranging for the travelers to reach” the travel destination 
(Wilcox and Cameron 2006).  None of the parks studied did a successful job in this 
category.  Even though the Deals and Coupons audience response rate for Walt Disney 
World was 13.41%, this calculation was made from only one post and therefore is not an 
accurate representation of Walt Disney World’s behavior in this category24.  If a leader 
was to be chosen, it would be Six Flags because Six Flags Great America had the most 
posts in the Deals and Coupons category, seven posts, that generated a rate of audience 
engagement of 9.38%25.  However, even seven posts is not enough to declare Six Flags a 
leader of Facebook behavior.   
 The final step is “making certain that visitors are comfortable, well treated, and 
entertained when they get there” (Wilcox and Cameron, 2006).  The clear winner in this 
category is Disney Parks.  This company is the only of the three studied to have a real-
time update Facebook page offering in-park meet-ups and special prizes to improve the 







Chapter 7: Conclusion 
I.  Determining the Leader 
 This race comes down to the two front-runners of Universal Studios and Disney 
Parks.  Universal Studios is more successful in gaining a high rate of audience response 
to their posts, but Disney Parks is more successful in using Facebook to improve the in-
park guest experience. Both benefit the consumer, just on different timelines. 
Based on the discussion of results, Universal Studios was determined as the leader 
of theme park digital marketing on Facebook.  Universal Studios had the highest average 
participation rate, 13.6%26.  Also, Universal Studios was found to post more often in the 
categories that generated the highest rates of audience response.  This means that 
Universal Studios is more in touch with the target audience and can therefore 
communicate more efficiently with them. 
II. Potential Issues 
 The main potential issue with this study is sample size.  Universal Studios and Six 
Flags had less posts than Disney Parks to include in this study; therefore, each post by 
these companies carried a greater weight to the final average rate of audience 
participation.  This means that both an exceptionally productive post and an unusually 
unproductive post could have really disrupted the overall average response rate. 
III. Problems and Future of Facebook in the Theme Park Industry 
One of the current problems with Facebook pages in the theme park industry is 
that some of these pages have more people tagged as being at the location than they have 




that 777,467 people had tagged themselves as being at the park, but only 405,941 had 
liked the page (Six Flags Magic Mountain Facebook, 2013).  In the future of digital 
marketing, the industry may see a shift in the way users can tag their location.  It would 
be beneficial to theme parks and other businesses if Facebook developed in a way that 
would only allow users to tag themselves at a business if they have already liked the 
page, because it would extend the Facebook audience to current consumers and allow the 
business to maintain social media contact with them. 
 Another element the future of digital marketing in the theme park industry holds 
will be the QR code.  As was described in Chapter 1, a QR code looks like a barcode, and 
when the code is accessed by a smartphone, it brings the user information or directs them 
to a webpage.  This relates to Facebook because QR codes can be used in the theme parks 
to direct users to the Facebook page.  This would be especially useful for pages that focus 
on in-park visitors such as Disneyland Today or DCA Today. 
It is difficult to say what else the future of social media in the theme park industry will 
hold.  Based on this research, along with users having to like a page to check-in there on 
Facebook, a new development in this field will be more theme parks offering deals and 
coupons through their Facebook pages.  These posts generated high user feedback but 
were rarely used in the campaigns studied.  Also, social media marketing will move in a 
more visual direction.  Along with a greater number of videos on Facebook pages, most 
theme parks will have their own Pinterest account, and maintain as strong of a presence 
on Pinterest as on Facebook.   
A final direction in which I predict digital marketing in the theme park industry 
will move is toward the use of tagging applications, such as discussed in Chapter 1.  For 
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example, I predict theme park mobile applications will soon allow guests to leave 
messages at certain rides and attractions for other guests.  For example, at Disneyland, 
guests may be able to see the “Partners” statue and scan a QR and have the application 
open a message board where guests who have already visited the statue that day have 
already left messages.  These messages could be general advice about the park or could 
have a theme, such as sharing the guest’s favorite Mickey Mouse moment.   
Clearly, Facebook is a significant tool in digital marketing in the theme park 
industry.  It is crucial for a company to understand the audience and what is most 
effective to communicate with them in order to succeed in engaging the audience on 
Facebook.  This study can help explain the current situation of social media marketing in 
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